Impulsive buying is an interesting research topic for psychologists and economists for its practical implications in the daily lives of producers, marketers and consumers in the trading world. The topic is also relevant to both micro and macro economy field of studies. There have been abundance explanations for impulsive buying social phenomenon provided, but the cultural factors points of view are rarely studied empirically. This research showed its original contribution to the body of knowledge of buying impulsiveness since it includes the Hofstede's cultural dimensions on individual level in its research model. In addition, the research employed the symbolic meaning of money for predictor variable of impulse buying. There were 200 Indonesian students participated in this research (91 males, 109 females) and they went to seven campuses located in Jakarta and its surrounding areas. The multiple linear regression analysis showed that that power distance belief, collectivism, and symbolic meaning of money all together positively related to impulsive buying. The uncertainty avoidance cultural dimension and impulsive buying are negatively correlated. It has been expected that this research will be much beneficial for all stakeholders. They can manage the perception of culture and symbolic meanings of money in order to lever, improve or decrease impulsive buying according to whatever the stakeholder's goal is. Discussion and suggestions for further similar research are elaborated in the last section of this report.
Impulsive buying, cultural values dimensions, and symbolic meaning of money: A study on college students in Indonesia's capital city and its surrounding
Introduction
In June 2011, Nielsen issued a research report stating that Indonesian shoppers are becoming more impulsive. Its indications are as follows: (1) From 2003 to 2011, there has been a 10 percent decrease (from 15 percent to 5 percent) among Indonesian shoppers who stated that they planned their purchases and never purchased additional and unplanned goods, (2) From 2003 to 2011, there has been an 11 percent increase (from 10 percent to 21 percent) among shoppers who said that they never planned things they wanted to buy before shopping, (3) From 2003 to 2011, there has been a 26 percent increase (from 13 percent to 39 percent) among shoppers who said they always purchased additional goods even though they used to plan their purchases, (4) From 2003 to 2011, there has been changes in buying patterns, where there has been shifting from 69 percent of shoppers in 2003 saying they might purchase additional goods shifting to 39 percent of shoppers in 2011 saying they always purchased additional goods, also (5) From 2008 to 2011, there has been a 16 percent increase (from 5 percent to 21 percent) among shoppers who used to visit stores that provide attractive offers and coupons promoted through newspapers and flyers (Nielsen, 2011; Industrial Post, 2011) . These indications were obtained by Nielsen through direct interview with 1,804 respondents in Jakarta, Bandung, Surabaya, Makasar, and Medan.
According to Verplanken and Sato (2011, p. 198) , the most appropriate definition of impulse buying is as stated by Rook, i.e.: (Rook, 1987, p. 191 ).
Impulse buying occurs when a consumer experiences a sudden, often powerful and persistent urge to buy something immediately. The impulse to buy is hedonically complex and may stimulate emotional conflict. Also, impulse buying is prone to occur with diminished regard for its consequences
There are three characteristics of impulse purchase stated in the above definition, namely (1) unplanned purchases, (2) purchases which are hard to control, and (3) purchases guided by emotional responses. It should be noted that impulse buying is not merely an unplanned purchase. It is possible that an unplanned purchase is not impulsive, such as a habitual purchase, an unexpected purchase that solves a problem or a purchase that does not require planning. On the other hand, planned purchases can be impulsive; for example, searching a gift for someone (Verplanken & Sato, 2011) .
Faced with such reality, as revealed by the above Nielsen report (2011), a literature search in Indonesia showed numerous research describing the impulsive buying behavior (in English terminology: impulsive buying, impulse buying, impulsive purchasing, unplanned buying, buying impulsiveness) has been conducted, especially in undergraduate and master thesis, while it is still very rare in scientific journals. The studies try to explain impulsive purchase with the following variables: product characteristics, reference groups, retail environment and promotion; engagement (involvement) and positive emotions towards products/goods; information exposure (such as television advertisement) and product knowledge; attitudes toward sales promotion; demographic characteristics (gender, age and income), the type of product and store atmosphere; discounts or rebates and consumer behavior characteristics; attraction (message, visual, etc. ) and point of purchase; self-concept discrepancy or gap; individualistic and collectivistic cultural orientation, demographic (jobs and income) and store atmosphere; considerations to purchase (utility/function, emotion, intrinsic aspects of the product, consumer identity expression, etc.), product category (food and beverages, clothing, jewelry, electronic, equipment, sports equipment, etc.) and gender; self-monitoring, self-esteem and materialism; emotional awakening and hedonistic considerations (Astuti & Fillippa, 2008; Djudiyah, 2002; Hapsari, 2005; Harviona, 2010; Herabadi, Verplanken, & van Knippenberg, 2009; Kasali & Haryanto, 2008; Peranginangin, 2011; Prameswari, 2009; Soeriakartalegawa, 1994; Triaji, 2012; Zakiar, 2010) .
Outside of Indonesia, impulse buying research is related to the following variables: self-image, cognitive dissonance/gap, traumatic brain injury, clinical-psychiatric disorders, experience of participating in personal finance education/course, attitudes toward credit cards and history of treating money as a reward in the family, behavior of worshipping idols (idolatrous behavior), personality factors and online social capital (de Kervenoael, Aykac, & Palmer, 2009; George & Yaoyuneyong, 2010; Harston, 2002; Hussain et al., 2011; Lai, 2010; Mueller et al., 2010; Niu & Wang, 2009; Rochat et al., 2011; Youn & Faber, 2000) .
Based on the above research, it is clear that previous research did not give adequate discussion to the dimension of culture as perceived within the level of the individual consumer, except in the theses of Harviona (2010) , Kacen and Lee (2002) , and Mai et al. (2003) pertaining to individualistic and collectivistic cultural orientation. Premananto (2007) , quoting Herabadi (2003) and Kacen and Lee (2002) , mentioned cultural factor as a moderator of the relationship between traits and impulsive buying behavior. However, there was no empirical test in his publication. It appears that much of the research has associated impulsive buying with the "4P's of Marketing Mix" (Price, Product, Place, and Promotion), self and personality. Therefore, this current study fills the existing literature gap by including cultural variables as predictors of impulse buying. Another significance of this study as compared to other similar studies (Harviona, 2010; Kacen & Lee, 2002; Mai et al., 2003) is the inclusion of not only collectivism-individualism, but all possible dimensions of Hofstede's cultural values (as will be stated below).
"Culture" in this study, along with its dimensions, follows the explanations of Hofstede (2001) and Hofstede, Hofstede and Minkov (2010, p. 255-258) . They defined culture as the collective mental programming of the human mind which distinguishes one group of people from another. This programming influences patterns of thinking which are reflected in the meaning people attached to various aspects of life and which become crystallized in the institutions of a society.
There are five dimensions of cultural values (Hofstede, 2001; Hofstede at al., 2010) . First, is the belief about power distance (power distance belief), which is abbreviated as PD. This dimension is based on the fact that all individuals in society are not equal. PD is defined as the degree to which members of a culture expect and accept that power is distributed unequally. The characteristics of a high-PD are: (1) dependent on hierarchy, (2) belief about inequality of rights between holders of power (power holders) and those who do not power (non-power holders), (3) the leader is directive, (4) managers take control and do delegation, (5) centralized power, and (6) team members must obey the leaders.
Second, is uncertainty avoidance (UA). This dimension reflects how people deal with the fact that the future is mysterious and ambiguous. The central question then becomes: Do we have to try to control the future (high UA), or do we tolerate and just let the future happen (low UA)? The ambiguity of the future leads to anxiety, and different cultures handle anxiety in many different ways. UA is defined as the degree to which members of a culture feel threatened by ambiguous or unknown situations, and to what extent they will create a belief in order to avoid the situation (Hofstede, 2001; Hofstede at al., 2010) .
Third, is collectivism (CO). This dimension is defined as the degree of interdependence between members of the public. Someone who is collectivist describes his/herself by the term "we/us" and not "me/I". The characteristics of a high CO are: (1) people loyal to the group (in group), (2) there is a preference towards social framework, (3) individuals are expected to conform to the ideals of the group, and (4) loyal to family (Hofstede, 2001; Hofstede at al., 2010) .
Fourth, is masculinity (MA). This dimension is concerned with the question of what things motivate someone, whether he/she want to be the best (masculine) or prefers things that are liked (feminine). Characteristic of a high MA is that members of the culture are driven by competition, achievement and success. Success is defined by being the winner or being the best in his/her field. On the other hand, the characteristic of low MA is the great value being put on caring for other people and their lives (Hofstede, 2001; Hofstede at al., 2010) .
Fifth, is long-term orientation (LT). This dimension is defined as to what degree members of a culture show future-oriented pragmatic perspective as compared to short-term conventional historical perspectives (Hofstede, 2001; Hofstede at al., 2010) .
This current study connects impulse buying with cultural dimensions for three reasons. First, it has been shown that the general buying behavior is influenced by culture (e.g. Laroche et al., 2007; Money, Gilly, & Graham, 1998; Legohérel et al., 2009; Ko et al., 2004; Sheth & Sethi, 1977) . Koichi Shimizu (2003 Shimizu ( , 2009 included Social and Cultural Circumstances in his "7Cs Compass Model of Marketing". Second, it has been shown that culture contributes to self-control or self-regulation (e.g, Slosar, 2009; Ackerman et al., 2009 ). Small (2009) even mentions the possibility that self-control is not natural: if so, its trait might be cultural. As shown, impulsivity has antagonistic trait towards self-control and vice versa (Kalenscher, Ohmann, & Güntürkün, 2006) . Impulsivity is the lack or the absence of self-control. In terms of impulse buying, self-control includes thinking about how to spend money, avoiding displays of products or managing emotional passion associated with products (Verplanken & Sato, 2011) . When the culture contributes to self-control, then syllogistically it also contributes to impulsivity. Unfortunately, although there have been studies linking culture with self-control (as opposed to impulsivity) and general buying behavior, there are fewer studies which investigate the relationship between culture and impulse buying. This current study, once again, is aimed at filling the gap.
Other than predictor variables of cultural dimensions, the variable of symbolic meaning of money is added in the research model. As known, in addition to having instrumental meaning (tool of economic transactions), money has symbolic, emotional and moral meaning (Baker & Hagerdon, 2008; Furnham, Wilson, & Telford, 2012; Gasiorowska, Zaleskiewicz, & Wygrab, 2012) . The symbolic meaning of money has more to do with social learning rather than cognitive development. An example of the emotional meaning of money is the notion that money represents security, freedom, power, love, success, political identity, etc. This study assumes that the intensive emotional aspect of the symbolic meaning of money stimulates people to obtain it. Shopping or buying something is an appropriate means to achieving the symbols. Thus, the more that people are able to see things being symbolized by money, and want to be treated in accordance with the symbol, the more people feel the urgency to buy things in order to realize the imagined symbols attached to the purchased goods.
As this study is the first to include all possible predictors of Hofstede's cultural values and as an exploratory study in Indonesia, the research hypothesis is that the dimension of cultural values is able to predict impulsive buying, but the direction of the relationship (whether it is positive or negative) is not stated. Meanwhile, with regard to the symbolic meaning of money, this study hypothesizes positive correlation.
The third reason for conducting this study is to further broaden the research synergy between economics and psychology. Susianto (2007) described a number of terms that demonstrate the interdisciplinary synergies, such as behavioral economics, mental accounting and money illusion. He also pointed out the fact that in 2002, Daniel Kahneman; a psychologist, acquired a Nobel Prize in Economics for his services to integrate the findings of psychology, in particular the assessment and decision making under uncertainty, in economics (Susianto, 2007; Susianto, 2009) . Impulse buying is an interdisciplinary variable that can be studied by psychology and economics, and this article would carry forward the spirit of synergy between economics and psychology that has been pioneered by the previous researchers.
Methods

Participants and Design
Participants of this study were 200 students in Jakarta; the capital city of Indonesia, and its surrounding Impulsive buying, cultural values dimensions, and symbolic meaning of money
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areas (91 men, 109 women; M age = 20.75 years old, SD age = 1.35 years old). Participants were collected through convenience sampling techniques from seven universities in Jakarta and its surrounding areas, namely Trisakti University, Tarumanagara University, Indonesia Atma Jaya Catholic University, Professor Dr. Moestopo University, London School of Public Relations, University of Indonesia, and Pelita Harapan University. Out of the 200 field participants, there were 50 students who tested the measuring instrument.
The research design is a non-experimental, predictive correlational design. Predictor variables are (1) Belief about power distance (PD), (2) Collectivism (CO), (3) Uncertainty Avoidance (UA), (4) Masculinity (MA), and (5) Symbolic Meaning of Money (SYM). The dependent variable is impulsive buying (IMP). Data were analyzed with multiple linear regressions by using SPSS 20 for Windows.
Instrument
To measure impulsive buying, Impulsive Buying Tendency was used (IBT; Herabadi, 2003; Verplanken & Herabadi, 2001 ). This scale consists of two dimensions, namely a cognitive dimension (e.g. absence of planning, accident), and an affective dimension (e.g. feeling of pleasure, joy, buying impulse, difficult not to be attracted to something, lack of control and possibility of post-shopping regret). Each aspect consists of 10 points. This study added a number of items from the scale of Compulsive Buying by Weaver, Moschis, and Davis (2011) , and these items were included into the appropriate cognitive or affective dimensions. Although the scale is called Compulsive Buying, these items fit or are at least not contrary to the definition of impulsive buying. DeSarbo and Edwards (1996) explained that although buying compulsivity is driven more by internal motivation and while impulsive buying is triggered more by an external stimulus, compulsive buyers also tend to buy impulsively. In addition, Sun, Wu, and Youn (2004) found a positive correlation between impulsive buying with compulsive buying. They also explained that the impulsive and compulsive buying are on a continuum, in cases where chronic impulsive buying can develop into compulsive buying.
The response options for this scale are "Strongly Disagree" (score of 1), "Disagree" (score of 2), "Somewhat Disagree" (score of 3), "Somewhat Agree" (score of 4), "Agree" (score of 5), and "Strongly Agree" (score of 6).
Instrument tests show that the IBT scale of cognitive dimension has high internal consistency based on its Cronbach's Alpha index (α = 0.80) with corrected item-total correlations range from 0.31 to 0.61, which means it meets criteria of reliability (α > 0.60) and validity (r it > 0.25). Meanwhile, the affective dimension of IBT scale has high internal consistency (α = 0.78) with corrected item-total correlations ranges from 0.34 to 0.51. Table A (see Appendix) .
For more details, complete instrument is presented in
To measure the symbolic meaning of money, the Meaning of Pay (MOP; Hayes, 2005) based on the dimensions of Thierry (2001) was adapted. The scale was adapted and elaborated to be in line with the target participants namely college students, with initial guidance as follows:
Here you are asked to provide a response as to what money means to you. Money here refers to your total income. This includes the money you receive from your parents, interest on bank savings or insurance benefits, benefits received from working at Student Activity Unit, business you do with your friends, freelance work payments or hobbies, salary and other bonuses (if you work), and others. Please indicate for each item to the extent which you agree or disagree with that statement. The correct answer is the answer that best describes you.
The MOP consists of 32 items, divided into four dimensions, namely motivation (motivational properties), relative position, control, and expenditures (spending). In the motivation dimension, money is viewed as a means of achieving goals, satisfaction of needs or motives. For example, money is considered a symbol of status in society, recognition, stability, security, expectancy (expectation), and so on. Thus, the motivational significance of money is a reflection of the outcomes that will be fulfilled by money which act as a motivator for the individual. In other words, money is the source of abstract and intangible opportunities.
In the dimension of relative position, money provides a reflection of performance related to certain standards or goals, and is a reflection of self-performance in comparison to others. On a broader scale, the relative position shows the level of public appreciation of a person's work. In the dimension of control, money reflects the extent to which a person has the autonomy to manage his/herself and his/her own behavior, as well as self-regulate and regulate the behavior of others, in accordance with the wishes of the person. Thus, money is a reflection of the amount of power and control of the individual, and the value of contributions to others. In the spending dimension, money reflects satisfaction as a result of the ability to purchase concrete or tangible goods and services.
Instrument tests showed that the MOP scale has high internal consistency (α > 0.60) with corrected item-totals correlations greater than 0.25. Dimension of Motivation has an α = 0.81 and r it ranges from 0.43 to 0.73. Dimension of Relative Position has α = 0.84 and r it ranges from 0.53 to 0.64. Dimension of Control has α = 0.89 and r it ranges from 0.61 to 0.77. Dimension of Spending has α = 0.84 and corrected item-total correlations ranges from 0.49 to 0.71.
For more details, a sample instrument is presented in Table B (see Appendix) .
To measure the dimension of cultural values, the Scale of Individual Cultural Values was used (CVSCALE; Yoo, Donthu, & Lenartowicz, 2012) . CVSCALE consists of five dimensions of cultural values as expressed by Hofstede, Hofstede, and Minkov (2010) , but the measurement was conducted within the individual level.
Instrument tests showed that the CVSCALE of Power Distance dimension has high internal consistency (α = 0.64) with corrected item-total correlations ranges from 0.42 to 0.47, which means it meets the criteria of reliability (α > 0.60) and validity (r it > 0.25). The Uncertainty Avoidance dimension has high internal consistency (α = 0.67) with corrected item-total correlations ranges from 0.36 to 0.56. The Collectivism dimension has high internal consistency (α = 0.66) with corrected item-total correlations ranges from 0.31 to 0.70.
Dimensions of Masculinity and Long-Term Orientation are unreliable (α < 0.60), and hence the two dimensions are not included in the field study.
For more details, a complete instrument is presented in Table C (see Appendix) .
Results
Multiple Linear Regression showed the results of R 2 = 0. 461, F (4, 199) = 41.687, p < 0.01 . This means that the beliefs about Power Distance, Uncertainty Avoidance, and Collectivism, also the Symbolic Meaning of Money are able to predict impulsive buying at 46.1 percent. In the social sciences, the size of this contribution is relatively large. The significance of each predictor variable is presented in Table 1 . It appears that the higher the belief of power distance, the higher the impulsive buying (ß = 0.21). This current study also found that the higher the collectivism, the higher the impulsive buying (ß = 0.11); the higher the uncertainty avoidance, the lower the impulsive buying (ß = -0.15); and the higher the symbolic meaning of money, the higher the impulsive buying (ß = 0.56). Based on the existing Beta value (ß), it seems that contribution of the symbolic meaning of money is the biggest among other predictor variables, followed by the belief of power distance.
Discussion
This current study found that a higher belief in the power distance corresponds to higher levels of impulse buying. These results are not in line with the study finding of Zhang, Winterich, and Mittal (2010) which stated that the higher the belief about power distance, the lower the impulsive buying. They explained that people with high power distance belief are associated with high self-control when faced with temptation or opportunity to buy impulsively. The reason is that high power distance adjacent to behavioral concepts such as control/restraint, compliance (obedience), conformity to authority or power, delayed gratification, and compliance with norms (normative compliance) above personal passion or urgency. According to them, this tendency is strongly believed in Eastern cultures. Social expectations in a high power distance suppress/inhibit impulsivity.
However, there are a number of explanations for the contradictory results. Expression of "Asal Bapak Senang" ("Yes Sir Attitude", "As Long As The Boss is Happy", "Keep the Boss Happy", "As Long As It Pleases the Master") are popular expressions and have a network of semantic meaning in Indonesia. Mochtar Lubis in his Culture Speech in 1997 at Taman Ismail Marzuki, Jakarta, which was then recorded by Obor Indonesia (2001: see also: Semma 2008) mentioned that the mentality of "Asal Bapak Senang" is one of Indonesia's human traits. The nature of this expression is further described by Whitfield as follows:
In Indonesia, however, cultural barriers like Asal Bapak Senang come into play. Because of the importance of status differences, subordinates may feel obliged to report good information about a situation that could actually be bad, from a Western point of view (Whitfield, 2012, p. 1 (Valega, 2012, p. 1) .
Apparently, psychosocial reality in Indonesia is that belief about high power distance is operationalized with the expression of "as long as the boss is happy", namely everything will be done so that the ruling authority is happy. Feudalistic behavior is the norm or social expectations that apply in this case. Ismail Saleh (2012) stated that "budaya upeti" ("tributary culture") is done for the boss with the ultimate goal of making the boss happy, and that without a tribute, any affairs will be neglected or long-winded.
When it occurs chronically, it is not surprising that belief in a high power distance leads to high impulse buying. This is because in the feudalistic mentality of "as long as the boss is happy", buying and delivering goods seem to be a method to make authorities happy. By making the authorities happy, people feel secure because they realize that their goals and actions depend on others who are more powerful. So in this case impulse buying may serve as a kind of "emotional/psychological investment" for the future.
This study found that the higher the collectivism, the higher the impulsive buying. The results are not in line with the results of research by Kacen and Lee (2002) , who found that collectivistic cultures (as found in Asian race, Eastern cultures) tend to suppress impulse buying (negative correlation), while the cultures of individualism (as found in Caucasian race, Western culture) support impulsive traits, such as impulsive purchases. They explained that individualistic cultures put more interest on independence (self), individual needs and desires, as well as hedonistic pleasure, which encourage impulsive purchases. Meanwhile, the collectivistic cultures put more interest on interdependence, emotional control, as well as collective desires and needs, which inhibit impulsive purchasing despite the fact that spending culture (shopping culture) is highly developed in East Asia.
However, there are a number of explanations for the contradictory results. For example, we can listen to the reality of everyday expressions as follows: (Ruslina, 2011, p 
If you go out of town, the main thought in addition to vacation, is often, associated in particular about buying things, especially food, from the visited place
. 1).
But we as Javanese are accustomed to have culture of bringing gifts from a trip. We can give the souvenir to whom we please, especially if we return from abroad (Dini, 2000, p. 333) . (FemaleDaily, 2011, p 
Culture of bringing gift is really rooted in Indonesia. I've never found any countries than Indonesia of which people, when they go abroad, buy many souvenirs so insanely. But then again, I also never find any other countries of which people dare to ask for souvenir from those who go out of town or abroad and consequently if they do not get what they dare to ask, then those might feel guilty, even has impression as if not trying to maintain good relationship. So when travelling, Indonesian people seem to be occupied in buying gifts for whom they know
. 1).
The "culture of bringing gifts" ("budaya oleh-oleh"), as described above, is an explanation that the more collectivist someone is, the higher his/her impulsive buying. In this culture, the urgency of buying goods originates from implicit consciousness and/or collective unconsciousness that the goods purchased are means of maintaining kinship and togetherness with others, also to show sensitivity and concern for others or group. In buying goods, others or the group are always considered or included. So, goods that are impulsively purchased are intended to be offered or given to someone else. To learn more about the meaning of souvenir itself, either as messenger of meaning, tradable commodities, or commodification, the study by Swanson and Timothy (2012) , which was recently published, can be beneficial to read.
Another explanation is given by Jalees (2009) who specifically examined the relationship between collectivism with impulsive buying in Pakistan. Jalees found similar results to the findings of this study, in that collectivism (and not individualism) is the predictor of impulsive buying. Jalees stated that a number of participants who filled in his questionnaires are actually individualistic, however they think that if they associate Impulsive buying, cultural values dimensions, and symbolic meaning of money
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themselves as being individualists, it goes against the norms of society, so participants in his study categorized him/herself as "collectivists", though they are actually individualists who are impulsive in buying behavior. This explanation actually follows Kashima et al.'s (1992) thesis that consistency between attitudes (as filled in the questionnaires) with the actual behavior is weaker in collectivist cultures than in individualist cultures. People with collectivistic cultures are able to maintain inconsistencies between attitudes and behavior. However, Jalees' explanation is still very speculative, and thus requires further empirical testing.
Hausman (2000 as cited in Kongakaradecha & Khemarangsan, 2012) stated that impulsive buying is correlated with a desire to satisfy social needs. In this case, the purchase of goods is incidental (without plan) to facilitate needs that are considered more important, namely to interact, obtain and collect social approval from significant others or groups. Hausman's explanation is supported by recent empirical findings by Lee and Kacen (2008) that collectivist consumers are more satisfied after performing impulsive buying when they are with significant others (i.e. friends or family) during the time of buying. Collectivist consumers are fragile to interpersonal influence. Luo (2005) added that such effect occurs especially when the nature of the group is cohesive. Nevertheless, this current research has not differentiated the types of peer groups. Battaglini, Bénabou, and Tirole (2005) , in their comprehensive article, Self-Control in Peer Groups, demonstrated that the kinds of groups-whether members of the group are homogeneous or heterogeneous, whether the group has high or low confidence, whether the group have excessive or deficient self-regulation, and whether the group membership is exogenous formed at school or voluntary (deliberately joined)-affect a person's self-control in the group through process of social learning. This is particularly relevant and applicable for research on impulsive buying in its relation to collectivistic culture. Further research is strongly advised to investigate this.
Another explanation why collectivism and impulsive buying correlate positively refers to symptoms of group buying or collective buying which are recently growing in Indonesia. The group buying system is described as follows:
In simple explanation, group buying is a collective buying system. As we know in general, if we buy something in large quantities then we can get special price. Suppose you want to buy an Asus laptop A42F series. You can gather people who also want to buy this laptop with this series so you can get special price from the seller. That is group buying system (Garry, 2011, p. 1) .
Another description regarding group buying:
Online group buying had been facilitated by the Internet and the easy, fast coalition group process brought by social networks (Xiong & Hu, 2010 ; as cited in Erdoğmuş & Çiçek, 2011, p. 309) At the time this article was written, there have been 28 websites which offer group buying in Indonesia, and can be accessed at http://www.dskon.com/website-group-buying/. One of the groups that has a high preference of buying through online group buying is the college student group (Erdoğmuş & Çiçek, 2011) , in line with participants of this study, which is characterized by openness to change and love to try new products and new services offered by the online group buying.
This collective buying can increase impulsive buying due to interesting discounts and time limited offer (expiration), such as 24 hours, thus creating a sense of urgency to buy and supported by the cultural influences of collectivism or "flock mentality" (Hong Kong Trade Development Council, 2012; Kim, Lam, & Tsai, 2012) . Oh and Jha (2011) added that collectivism affects bargaining dynamics. In group buying, customers join via internet "to leverage the collective bargaining power and negotiate higher discount from retailers". Based on the above explanation, direct correlation between collectivism with impulse buying can now be better understood.
A subsequent finding of this study is that the higher the uncertainty avoidance, the lower the impulsive buying. This result is in line with the proposition of Leo, Bennett, and Cierpicki (2005) which states that there is negative correlation between the two variables. They explained that people with high uncertainty avoidance cultures tend to need more information before they act, and resist innovation and change, and therefore less impulsive. A similar explanation was given by de Mooij (2010). He stated that high impulsive buying is more related to thrill, variety, and sensation seeking, also stimulation, and all of these matters are related to the low degree of uncertainty avoidance, not high.
Thus, it is understandable why uncertainty avoidance correlates with impulsive buying in the opposite direction. However, further research is recommended to examine the predictive relationship between the two variables through mechanism of social comparison. Butzer and Kuiper (2006) found that intolerance of uncertainty (or in other words: high uncertainty avoidance) correlated positively with frequency of doing social comparison. It means that the more people avoid uncertainty, the more people compare themselves with others, either comparing themselves with people who are better, more successful, richer, more fortunate, and so on (upward social comparison, r = 0.23, p < 0.05) or with people who are worse, failure, poorer, less fortunate, and so on (downward social comparison, r = 0.29, p < 0.05) . It is interesting and important for the next researchers to examine specifically how upward and downward social comparisons, as a consequence of uncertainty avoidance, can influence consumer impulsive buying.
This current study also found that the higher the symbolic meaning of money, the higher the impulsive buying. Previously there have not been any studies linking these two variables.
As has been stated earlier, money has symbolic and affective meaning. In this case money is not just a medium of exchange or substitution of goods, but also has intangible meaning. Because of this latter meaning, it can be said that something that people want to buy is not the thing per se but the meaning behind the thing that they buy (what is "signalled" by the thing). What is satisfied is not only physiological-homeostatistical needs, but also psychological needs, such as the needs for social or group recognition, social status, future security, need for self-image consistency, need for being different from the other members of the group, and others. Witt (2012) termed it as "symbolic consumption", and the received symbols are usually results of social convention or consensus, or social construction.
A further question is: how is the mechanism that allows the symbolic meaning of money to be positively correlated with impulsive buying? Based on the study of Witt (2012) and Starr (2007) , this current study explains that positive correlation between the two is based on the involvement of third intervening variable namely process of social learning, i.e. process of learning, supporting and interacting with social and cultural atmosphere in which material acquisition and gratification is prioritized. Its objects of learning are representations of consumption in culture of contemporary capitalism, and this can be rooted in social-political-economic structure in community (Starr, 2007) . The more one learns to put intensive meaning regarding the social construction of their environment (including mass media) on things that can be symbolized with money, the more he/she will competitively pursue acquisitions of the symbol. As a consequence, people become more sensitive to signs or symbols attached to items that are considered natural, legitimate, and desirable. Thus, the body and feelings of well-being have undergone commodification, and are no longer authentic, as they have been subordinated and dominated by values, practices, and rhythms of symbolic consumption, which actually are created and driven by capitalistic industry and environment (Carlisle, Hanlon, & Hannah, 2008) . When this happens, impulsive buying is established and preserved. Therefore, in practice, it is suggested to develop self-awareness as an agency that is able to resist glossy illusion of the "good life" as represented by modern capitalism. In order not to get caught up in impulsive buying, the community should establish and develop their own social capitals and cultural assets which are constantly articulated either through art, music, theater, dance, and so on (process of conscientization).
This study is the first empirical study that investigates impulsive buying behavior by utilizing dimensions of culture and symbolic meanings of money, especially in Indonesia. This study concludes that the cultural Impulsive buying, cultural values dimensions, and symbolic meaning of money
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dimensions, in particular beliefs about power distance, uncertainty avoidance, and collectivism, along with symbolic meaning of money are significant predictors towards impulsive buying.
This study contributes as a response to Maheswaran and Shavitt's (2000) concern regarding the undeveloped systematic research linking cultural differences in consumer behavior. This study is also an attempt to answer Susianto's concern (2007 Susianto's concern ( , 2009 ) about the need to have more interdisciplinary research between psychology and economics.
The results of this study have not included predictors of dimensions of masculinity and long-term orientation. We cannot say that the two dimensions are definitely not related at all with impulsive buying because the instrument pilot phase showed that the instrument intended to measure the two dimensions does not have adequate reliability and validity index. Thus, conclusions related to the two dimensions cannot be reached. Therefore, further research is recommended to re-construct instruments with respect to the two dimensions, and relate them to impulsive buying.
This study has not distinguished types of impulsive buying, namely pure impulse, suggestion impulse, reminder impulse and planned impulse; also has not distinguished four impulsive shopping styles, namely accelerator impulse, compensatory impulse, break-through impulse, and blind impulse (see : Kumar, 2009, p. 479) . Further research can elaborate these types and styles as dependent variables.
As an initial study that focuses on cultural comprehension, the theoretical status of this study seems quite promising and may be developed and strengthened in the future. • Kadangkala saya tidak bisa menahan perasaan untuk membeli sesuatu (I sometimes cannot suppress the feeling of wanting to buy something).
Appendix
• Saya kadangkala merasa bersalah setelah membeli sesuatu (I sometimes feel guilty after having bought something).
• Saya bukan tipe orang yang "jatuh cinta pada pandangan pertama" terhadap sesuatu yang saya lihat di toko (I'm not the kind of person who "falls in love at first sight" with things I see in shops). a c
• Saya bisa sangat bergairah meluap apabila saya melihat sesuatu yang ingin saya beli (I can become very excited if I see something I would like to buy).
• Saya selalu melihat sesuatu yang bagus kapan pun saya melewati pertokoan (I always see something nice whenever I pass by shops).
• Saya merasa sulit meninggalkan momen tawar-menawar harga barang (I find it difficult to pass up a bargain).
• Apabila saya melihat sesuatu yang baru, saya ingin membelinya (If I see something new, I want to buy it).
• Saya agak sembrono dalam membeli barang (I am a bit reckless in buying things).
• Kadang-kadang saya membeli sesuatu karena saya memang suka membeli barang, daripada karena saya membutuhkannya (I sometimes buy things because I like buying things, rather than because I need them). Weaver, Moschis, and Davis (2011) in accordance with the cognitive and affective dimensions of from IBT Herabadi (2003) and Verplanken and Herabadi (2001) c Deleted items after the reliability and validity test of the instrument, and thus not included in the field study. Note a Deleted items after reliability and validity test of the instrument, and thus not included in the field study. Note. b Deleted items after reliability and validity test of the instrument, and thus not included in the field study.
